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Abstract 
Modern society has been transforming to a society of consumption from a 
society of production and the study of consumption is gradually becoming a 
significant field in the social science research. Advertising is one of the most 
important symbolic systems in consumer culture, so we take newspaper advertisement 
as the research object in the study. Applying empirical method, the purpose of this 
study is examining the structural transformation of advertising and the construction of 
consumer culture in the process of modernization and analyzing the symbolic structure, 
expression and meaning of advertising. Eventually, based on the social theory of 
modernity, this study tries to explain the social reasons for the diachronic transformation 
of advertising and the influence of advertising on modern society and people.  
From the diachronic examination of advertising, it can be seen that advertising 
expresses a transformation of symbolization from aspects of general feature, visual 
expression, consumption reference group, strategy of persuasion and symbolic appeal. 
Advertising is gradually becoming a symbolic consumption symbols.  
According to the text analysis of a case study, consumption symbols have a 
postmodern rhetorical expression of visualization, fragmentation and sensation and 
there is a hidden ideology of consumerism behind the rhetorical expression. 
In the part of discussion, based on the analytic framework of modernity theory, 
this study considers that reflexive modernization is the social reason for the structural 
transformation of advertising. In the early modernization, advertising appears as an 
instrument for reducing risks in the market and helping to distribute resource. 
However, following the development of reflexive modernization in modern society, 
advertising ran out of its instrumental rationality. Flooding of advertising information 
and the trend of symbolization raise risks of consumption and advertising begin to 
participate in construction of risk society. In risk society, modern people build their 
self-identities on symbolic consumption which could generally keep the security of 
themselves. However, this kind of self -identity, which is fragile and lack of morality, 
brings a sense of meaninglessness that will always haunt modern people.  
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